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A comparison of the marketing methods of two multinational hotel brands
This essay focuses on the application of situational analysis techniques to a comparison of the promotional strategies employed by the two organisations. It will examine in greater detail how segmentation, targeting, and positioning can be used in conjunction with demographic-specific customised marketing messaging. The second purpose of this paper is to compare and contrast the marketing techniques employed by Moxy and Six Senses, as well as to offer suggestions for how both companies might improve their marketing strategies considering the present climate in the hospitality sector. This article will examine the advantages and disadvantages of classic advertising and marketing tactics, as well as more modern choices, such as social media and digital marketing. Due to its strong origins and distinctive marketing concept, Six Senses gives visitors quick access to some of the most popular destinations in the world, including important metropolitan centres. They have a competitive advantage because to their dedication to sustainable and healthy practises, the excellence of their physical locations, the calibre of their employees, and the quality of life they provide their consumers. In keeping with the essence of their brand, they provide exclusive wellness services and sensory-stimulating encounters to its guests (Jobber and Ellis-Chadwick, 2020).With an expert eye on health and sustainability and the creation of a location where people can reconnect with their natural surroundings, each Six Senses resort is committed to the renewal and rediscovery of its guests. The Moxy hotel brand provides comfortable, reasonably priced, and up-to-date lodgings in an effort to cater to the demands of guests without going overboard. More than 60 hotels throughout North America, Europe, and Asia-Pacific provide guests with the unique Moxy experience. The action begins in the bar.
According to Jobber and Ellis-Chadwick (2020), a marketing strategy is a comprehensive, long-term, and forward-looking game plan that may be used by any organisation or business. The primary objective of marketing strategy is to achieve a sustained advantage over competitors by gaining a grasp of the demands and aspirations of customers. Each Six Senses hotel is owned and operated by a different ethnic community, yet they all adhere to the same stringent quality criteria. Wellbeing is intrinsically linked to sustainability, a core value and deeply held notion of Six Senses. They participate in beach cleanups, save energy, prevent printing unnecessary documents, reuse and recycle everything possible, etc. They contend that eight billion defective individuals are necessary for sustainability. Moxy's new customers, whom it refers to as "pleasure-seekers," are attracted to the company's reasonable pricing, modern facilities, and handy locations (Chaffey and Ellis- Chadwick, 2019). The rooms are smaller, but nonetheless quite comfortable and modern with amenities like USB outlets and complimentary Wi-Fi. Although Moxy hotel brand was first established and promoted mostly in Europe, the business is quickly growing and constructing Moxy hotels in many other regions. Using Moxy guarantees an exciting experience! People will remember and want to return due to the unique environment generated by the furniture, artwork, and other decorations. They cannot wait to share the photographs with everyone they know. They associate their whole recollection of the episode with that one shot. Guests of Moxy are more likely to photograph the hotel itself than the meals. Posting positive testimonials from pleased customers is another excellent advertising approach (Clow and Baack, 2013).
By Smith and Zook (2020), market positioning refers to the strategy of convincing customers that a certain brand or product is superior to others that are competitively offered in the current market environment. The goal of a marketing strategy that is known as "market positioning" is to exert influence on the perceptions that people have towards a certain brand or product. With hotels in exciting cities like Edinburgh, Glasgow, York, and Southampton that uphold the brand's irreverent ethos and are ready to provide one-of-a-kind and unforgettable experiences to adventurers seeking a good time, the company intends to have a presence in all four corners of the United Kingdom. In addition to expanding its footprint in existing markets during the next three years, the Moxy brand will expand into many new markets. Six Senses Hotels announced ambitions to accelerate its global expansion by securing contracts to build eight additional stores (Lee and Lee, 2021). These hotels will almost certainly all debut within the next three years. The Thai hotel group will construct new hotels in Bali, Saint Lucia, China, France, Bhutan, Taiwan, and China in order to reach more people. The placement of a company on a search engine results page may be an accurate indicator of a portion of its value. The number of visitors to Sixsenses.com increased from 103,217 to 165,358  over the past three months. This month, 16.50% more people than last month visited Sixsenses.com. 54.27% of visitors to sixsenses.com are men, while 45.73% are women. The bulk of our visitors are between 25 and 34 years of age . (SENSES, 2021).According to Clow and Baack (2013), by comparing outcomes to objectives, they attempt to lessen the environmental harm caused by the resort and spa. In the year 2020, they acquired 500 reusable laundry bags from the Vinh Luong market and 4,000 kg of Vietnamese garbage from neighbouring beaches. 
Regarding the environment, they adhere to the tight guidelines established by Six Senses and, if feasible, establish new local, regional, and worldwide standards (Lee and Lee, 2021).A group of scientists and the non-profit organisation Green Viet developed a list of the 109 langurs in the region surrounding our station, together with the 19 plant species they consume and the 20 most common diets. Mr. Ninh, a full-time resident biologist from Green Viet, and resort staff work together to provide travellers with engaging wildlife and conservation experiences, including as guided treks to learn about forest life and conservation activities. It is hardly a secret that buildings may significantly impact the ecosystems surrounding them (Hu and Trivedi, 2020). They are a major contributor to global energy usage, resource depletion, and greenhouse gas emissions, all of which have substantial effects on people's health and quality of life. Green buildings allow people to live and work in a more environmentally friendly manner, which is beneficial for their health, the air they breathe, and the water they drink. They improve the quality of life and allow individuals to save money on power bills by reducing our reliance on fossil fuels. The Moxy Copenhagen Sydhavnen has attained Platinum status from the U.S. Green Building Council's LEED (Chen, 2019) rating system. Core Hospitality, a Danish white-label management company, is in charge of the day-to-day operations of the Moxy Copenhagen Sydhavnen hotel. This company shares the same concern for environmental preservation as the vast majority of people living in Nordic countries. Core Hospitality will continue the efforts that the owner has been making to lessen the effect that the facility has on the natural environment by making the switch to renewable sources of energy and increasing the operational efficiency of the structure (Bourke et al., 2020).
Due to the hotel's U-shaped layout, guests got a clear view of the rooms in the surrounding corridors. To maintain Moxy's reputation, they had to ensure that visitors did not mind what could have been perceived as an invasion of privacy. Guests of the Moxy hotel may now use their mobile devices to access an augmented reality (AR) experience and compete to win prizes. As its name suggests, "Moxy Universe, Play Beyond" mainly targets the Asia-Pacific area. Their strategy:  Create » Work » Hospitality » Moxy Hotel. Since its 2012 acquisition, Six Senses has become one of IHG Hotel and Resorts' most prestigious names in the industry. The company's wares are created for travellers who want to kick back and take it easy on extended trips. The organisation promotes what it calls "Six Senses Integrated Wellness," which is predicated on six tenets: enough sleep, wholesome food, restorative beverages, mindful activity, and self-improvement. The firm has received the title of best hotel chain in the world from Travel + Leisure for the third year in a row (Schuckert et al., 2019). Each hotel in the Six Senses portfolio has its own unique culture, yet all of the owners and management are committed to the Six Senses brand and its goals. On the plus side, more people may be interested in buying the company's wares as a consequence.
This essay drew a comparison between the promotional methods that Moxy and Six Senses implemented in their respective organisations by utilising techniques from situational analysis, in which segmentation, targeting, and positioning can be utilised in conjunction with customised marketing language in order to appeal to a specific audience. This essay demonstrated how the marketing strategies utilised by Moxy and Six Senses for how both companies may strengthen their marketing plans considering the current status of the hospitality sector by comparing and contrasting the respective marketing approaches of the two companies. This was done in order to demonstrate how both companies may strengthen their marketing plans in light of the current status of the hospitality sector.
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